Abstract-Electronic commerce has gained the popularity since last two decades, due to its recompenses towards the online transactions. Academicians and e-retailers eagerly want to identify the factors which affect the e-commerce success. The main intention of this study to investigate the factors which are essential to draw the net benefits of e-commerce from an individual perspective rather than the organization perspective. The proposed framework in this paper is based on Mclean and Delone 2003 IS success model along with two extra variables that are privacy and trust. In this paper, the author discussed the result of the pilot study. The authors designed the quantitative research questionnaire by adopting the items from the previous studies and conducted the pilot study to check the reliability of the questionnaire. The overall value for Cronbach's alpha was 0.89 and also the Cronbach's alpha value for individual constructs were greater than 0.7, which indicates that there is a strong relation between the items. This research engrossed on four factors that are system quality, service quality, privacy, trust, that are essential for achieving the user satisfaction which in turn leads to achieve the e-commerce net benefits. In addition to service quality and system quality, trust and privacy are the important factors that affect the net benefits through user satisfaction, hence the modified version of Delone and Mclean IS success model from individual perspective is proposed.
I. INTRODUCTION
The Internet is an operative tool for dispensing information to customers due to its tractability, exposed, familiarity and synergistic [1] . Due to the internet, information can be available to users 24 hours a day at very low cost. Retail research in their report states that e-commerce is the main growing market in Europe and America [2] . With the advancement of internet, e-commerce has gained its popularity since the last decade in all over Asia as well. E-commerce means without moving from your place you can shop all around the world with fewer efforts. In this digital era, there is so much competition between the businesses, it is very crucial to identify the variables, which can affect the net benefits in ecommerce. Different theories were used to measure the intention of the customer to use the e-commerce, but the result could be better; if we use the DeLone and McLean IS success model. The main reason behind using this model is that we can measure the consumer benefits as well as business benefits, therefore this study suggests to use DeLone and McLean model for measuring the success of e-commerce. The context of this study is Malaysia. Although Malaysian ecommerce is growing rapidly fast, but still there is some deficiency due to that customers cannot fully indulge their selves with this emerging technology [3] - [6] .
In this paper, section 2 discusses the background of e-commerce success. Section 3 will discuss the proposed framework and the hypotheses. Section 4 is research methodology in which we discuss the methods and materials used to conduct this study. Section 5 is the discussion and result finally section 6 concludes the paper.
II. BACKGROUND DeLone and McLean in 1992 introduce a model for measuring the IS success. They presented the six variables namely "system quality", "information quality", "use", "user satisfaction", "individual impact" and "organizational impact". The first IS success model presented in 1992 by DeLone and Mclean is given below in (Fig-1) . In their research they did not give exact validation for their proposed model but they invited other researchers to modify and validate it, after 1992 many researchers like [7] - [11] studied, criticised and modify the IS success model of DeLone and McLean, some of the important contributions by researchers who have used the DeLone and Mclean are given below.
According to Seddon, DeLone and McLean's model is a little bit confusing as its "Use" variable have three perceived values according to the user. Firstly, it refers to individuals and then refers to organizations, secondly it can be considered as the dependent variable in different models, finally, it can act as a variable that substitutes the benefits from the use of the system. By the year 1997 Seddon presented the updated version of DeLone and McLean model by adding few new variables that are "consequences", "perceived usefulness", "expectations" and "net benefits" [12] . In 2001 Molla and Licker made some changes into DeLone and McLean Model and present their new model. They introduced "Customer Ecommerce Satisfaction (CES)", and suggested that as a dependent variable to e-commerce success, and "system quality ","content quality", "use", "trust ", "support and services"
were defined and discussed as independent variables [8] . They proposed that if we want to achieve the customer e-commerce satisfaction we must follow the ecommerce success. The proposed model of Molla and Licker (2001) in this regard is shown in (Fig-2) . After deeply reviewing their first model, DeLone and McLean presented the updated version in 2003 [9] . As shown in (Fig-3 ) In their new model, DeLone and Mclean reviewed hundreds of papers and also took different researcher's suggestions and contributions by adding the third construct that is "service quality", further DeLone and Mclean embolden the suggestion by Seddon's review and included one new construct "Net Benefits" by replacing "Individual Impact" and "Organizational Impact" in the updated IS success model. Net Benefits measuring means to measure the factors such as "cost savings", "expanded markets", "incremental sales", "reduced search costs". Wang and Liao in 2008 studied the DeLone and Mclean updated IS success model and presented the multidimensional model for e-commerce success as shown in (Fig. 4) . The model included six variables "Perceived Net Benefits" dependent variable, "Information Quality", "System Quality", "Service Quality", "Use" and "User Satisfaction" as independent and mediators [13] . Wang defined that perceived value play very important role to achieve the "Perceived Net Benefits". Zeithamal in 1988 also suggested that the perceived value can be calculated by comparing the perceived quality and perceived sacrifices.
Although Wang added very good variables in IS success model, but these additions were insufficient to complete the IS Success model as trust was missing. Trust was considered as an important factor in the success of e-commerce, especially in online shopping where buyer and seller cannot see each other [14] . Customers are unable to physically touch and feel the product during the e-commerce, therefore, privacy and trust are very important constructs in e-commerce success, as customers do not want their privacy to be disclosed, which also includes their personal data [15] . Therefore, in this paper, authors try to address these issues and also presented the conceptual model for measuring the net benefits for e-commerce customer, based on theoretical work of DeLone and Mclean and other researchers.
III. PROPOSED FRAMEWORK FOR E-COMMERCE SUCCESS
Although a number of researchers used the Delone and Mclean IS success model to witness the net benefits, but in this study, the authors focused on two main issues in any business that is trust and privacy. In this section, the author discussed the proposed model along with the proposed hypothesis. After the extensive literature review, the factors which were supposed to be essential to get the net benefits were explored, and these factors were considered as the prime reason for achieving e-commerce success in Malaysia. The proposed framework for this research is based on Mclean and Delone IS success revised model and is presented in (Fig-5) . 
A. Proposed Constructs and Hypothesis
In this section, authors discussed the proposed constructs along with their hypothesis.
1) Net Benefits
Net Benefits is considered as an important factor as it calculates the positive and negative impact on customers, suppliers, markets, firms, economics and also on our society [16] , [17] . DeLone and Mclean in their updated model added a new construct that is net benefits, which is defined as what do you mean by benefits? as for whom? At what level? Net Benefits is very important if we really want to know the user satisfaction level [9] , [12] . In this research, net benefits factor is used as a dependent variable.
2) User Satisfaction
Online user satisfaction is the prominent factor considered for measuring the success of e-commerce. It is deliberated as customer emotions towards the adopting particular e-commerce business, by analysing different aspects of business especially informational, transactional, service and support given by the business [12] . User satisfaction is an important factor for measuring the e-commerce success and it should cover the whole process of the transaction from the first login to reception of the product [18] . Reichheld measures the customer satisfaction in the very efficient manner in their 'e-loyalty' [19] . Mehta and Sivadas also consider user satisfaction as an important issue in the success of e-commerce [20] . It is very important to ensure the net benefits if the user is satisfied [16] [18]. The hypothesis for user satisfaction in the proposed model could be H1: User satisfaction has a positive effect on the net benefits.
3) System Quality.
DeLone and McLean are the first who gave the concept of system quality in e-commerce. System quality can be defined as systems overall performance and expectations according to the need of customer [16] , [18] , whereas Seddon defined system quality that was actually concerned with easiness, presence or absence of errors in the system and ease of use of the system. Wang suggested that there was a positive relation between "system quality", "ease of use", "system quality" and "user satisfaction" [21] . System quality has positive effect on user satisfaction [9] , [10] , [22] , therefore proposed hypothesis for system quality can be H2: System quality has a positive effect on the user satisfaction in e-commerce to achieve the net benefits.
4) Service Quality.
Service quality in the proposed conceptual model is defined as providing overall support by e-commerce business regardless of, which department is providing the support as now our target is customers so it is important to provide them good service quality otherwise we will lose our customers [16] . Service quality was more important in order to achieve the user satisfaction [19] .
Service quality can be defined as a decision made by the customer by evaluating the excellence and quality of e-service offered by the e-retailor in e-commerce [20] . Wang and Brown already defined the positive relationship among the service quality and user satisfaction, so the study proposed the following hypothesis for the service quality H3: Service quality has a positive effect on the user satisfaction in e-commerce to achieve the net benefits.
5) Privacy.
Privacy referred to the concept of keeping the identity secure and confidential during the online shopping. Privacy issue means the part of personal data used to perform the transaction online must follow the privacy rules and regulations in order to gain the user satisfaction [8] . The customer always demands the secure and private transaction and don't want to reveal their privacy [23] , therefore in this research privacy is considered as the major construct for achieving the customer satisfaction in the proposed conceptual model, therefore following hypothesis for privacy.
H4: Privacy has a positive effect on the user satisfaction in e-commerce to achieve the net benefits.
6) Trust.
Trust is the major issue in e-commerce and considered as its backbone [24] . Trust make the website better as the user can access the website without any fear of losing information, and have confidence that their data is secure with that business [25] . Trust is the main construct to gain the user satisfaction in e-commerce [8] , [26] , [25] . People could not shop from the website, which is not considered as trustworthy; therefore, it causes the loss of business, so it was considered as very important to gain the trust of the customer in e-commerce [26] . The hypothesis for trust in the proposed conceptual model was H5: Trust has a positive effect on the user satisfaction in e-commerce to achieve the net benefits.
IV. RESEARCH METHODOLOGY
The quantitative survey approach was adopted for this research. For this research, the questionnaire was designed based on previous studies. The questionnaire was divided into three parts. The demographic data, personal attitudes toward ecommerce and the human behaviour towards e-commerce. Pilot study and questionnaire pre-testing were conducted in order to understand the errors and mistakes before going to collect the actual data and to avoid any confusion. The data for the pilot study was collected from Postgraduate students at International Islamic University. The research questionnaire was prepared by using five-point Likert type scale, starting from strongly disagree (1) to strongly agree (5). This method was established by Rensis Likert in 1932, which needs that, the respondents should make their choice on the basis of their agreement with given statement. The five-point Likert scale widely used for quantitative data collection due to its high reliability [27] , [28] .
A. Pilot Study
Pilot study is the preliminary test. In which the researcher test the reliability of the questionnaire, and interrelation between the items in proposed variable [22] , [29] , [30] . Overall 45 questionnaires were distributed among the postgraduate students in IIUM. Out of 45 questionnareis 36 were returned, 1 was invalid and the 35 were acceptable. 77.7% is good response rate for calculating the Cronbach's alpha, which is the reliability test for the items.
1) Demographic data.
The demographic profile for the respondent is shown in Table I . The data was collected from 35 respondents for gender (n=21, 60%) were female and (n=14, 40%) were the male. For the Age (n=21, 60%) were age range of 31-40, then (n=7,20%) were in range 21-30. Whereas 41-50 were (n=4, 11.42%) and last range (n=3, 8.57%) were >50. The education level we receive (n=20, 57.14%) were masters and (n= 15, 42.85%) were bachelor. We received these 2 groups' data only because we distribute the questionnaire to the postgraduate students of IIUM. For income in Ringgit (n=17, 48.57%) were in range 1001 -3000, then (n=10,28.57%) were <=1000 after that, (n=6,17.15%) were 3001-5000 and last range (n= 2,5.71%) for range >=5000. For ethnicity (n= 15, 42.85%) were Malay and (n=20, 57.15) were others. In response to occupation (n= 13, 37.15%) were students, (n=14, 40%) were private job and (n=6, 17.14%) were government job and (n=2, 5.71%) were others. Section 2 of the questionnaire consisted of consumer attitude towards the usage of internet and e-commerce as shown in Table II . 2) Reliability Analysis.
The reliability of constructs can be calculated by using the Cronbach's alpha value. Reliability of constructs is considered good when it is <=0.7 [31] - [33] . For the proposed model the overall Cronbach's alpha value was 0.890 as shown in Table  III , whereas for construct wise value of Cronbach's alpha is shown in Table IV . The Cronbach's alpha for system quality is 0.835, which is considered as good. Whereas Cronbach's alpha value for service quality is 0.913, which is considered as excellent. Cronbach's alpha value for privacy is 0.955. Whereas for trust is 0.822 and for user satisfaction is 0.885> Cronbach's alpha value for net benefits was calculated as 0.935. The reliability of the questionnaire shows that there is a good interconnection between the items of the constructs, therefore the researcher is ready to collect the actual data. 
V. DISCUSSION
After going through the extensive literature review the modified Delone and Mclean IS success model was proposed, which includes the trust and privacy as the additional independent variables whereas, user satisfaction acts as a mediator and net benefits was considered as the dependent variable. In this paper, authors presented the proposed model along with the hypothesis. The preliminary study was also performed to check the reliability and the validity of the research questionnaire. The results of the pilot study were under acceptable mode. So, the researcher is ready to collect the actual data. Future Work This study has investigated the important factors affecting e-commerce success in order to achieve the net benefits. The result of this study will be the theoretical framework, which can be further tested and validated by using the Statistical Package for Social Sciences SPSS 23.0 version and Smart PLS-SEM in order to validate the proposed model and to verify the normality of the data that will be collected for the actual study. This research will have the positive impact towards using the e-commerce, as it highlighted the main issues in e-commerce.
VI. CONCLUSION
E-commerce has gained popularity in recent years, still, there are some factors which affect its success. The goal of this study is to develop the research model that could be used for the measuring e-commerce success in Malaysia from an individual perspective. Online shopping always remained the best choice for the Malaysian as it is very convenient and timesaving, but there is still lake of success in this regard. Through this study, we will evaluate the reasons behind the successful ecommerce business.
